Abstract-Shopper marketing is the new marketing practice that influences the moment of purchase (Zero Moment of Truth). The essence of shopper marketing is that grasp an individual consumer behavior using identifying device, such as ID-POS and RFID. However, the author considers that shopper marketing is development of a product marketing technique unlike customer relationship marketing (e.g. one to one marketing). That is, shopper marketing is paradoxical. It is a reason why the directivity of shopper marketing is oriented product-centric rather than the individual, although using the purchase history data of the individual. Therefore, the purpose of this paper is to clarify the mechanisms that paradox of personal identification takes place. Therefore, this paper is organizing as follow. That is, first, the concept of shopper marketing is overviewed. Second, the focus of shopper marketing is revealed. Here, key words are diachronic and synchronicity. Then, by noting the difference personal purchase history data (diachronic) and collective characteristics data (synchronicity), mechanism that such a paradox occurs is clear. Finally, the possibility of paradox is pointed out.
I. INTRODUCTION
Recent years, the shopper marketing has attracted attention over the years. Although shopper marketing is a relatively new concept and young substantive area, it is rapidly attracting attention from many researchers and practitioners. And, according to many researchers, the effect of shopper marketing is enormous [1] , [2] . In addition, shopper marketing is also expected from practitioners.
For example, Gallagher has been quoted saying Rob Holston who is Deloitte's shopper marketing practice leader [3] . "Companies who are embracing shopper marketing and executing against a core set of principles are growing 50% faster in the categories in which they participate."
In traditional marketing, it was important to improve the visibility and exposure of articles in store. However, in the shopper marketing, it is focused on proposition the meaning of the place of shopping that is based on the needs and psychology of shoppers [1] - [5] . For this reason, it is important to grasp the historical data of shopper behavior. In other words, the impelling force of shopper marketing is data, specifically, the personal attributes of shoppers, purchase history data of each shopper and causal data [2] . Therefore, information technology, such as ID-POS (Identification Point of Sales), RFID (Radio Frequency Identification), and Manuscript received December 13, 2013 ; revised January 21, 2014. Hiroshi Koga is with the faculty of Informatics, Kansai University, Takatsuki-city, Japan (e-mail: koga@ res.kutc.kansai-u.ac.jp). special cameras to record the movement of the eye has become a weapon [1] , [2] , [6] , [7] .
And, the introduction of shopper marketing should be careful enough to treat such a data in that these data are closely related to privacy. Many of the previous studies only emphasize the benefits of shopper marketing, but there is few to mention it to the dark side (that is privacy problem). This is the reason why take up the issue of privacy in the Shoppes marketing in this paper.
Thus, the purpose of this paper is to discuss privacy issues in shoppers marketing in the retail industries, such as GMS and grocery stores. Therefore, the research question of this paper is as follows. That is, could the shopper marketing using a personal identification device cause to violation of the right to privacy?
Then, the author"s answer is "no." It is because shopper marketing has a focus in the product instead of an individual. In other words, the author would consider that shopper marketing is development of a product-centric marketing technique unlike customer relationship marketing (e.g. one to one marketing). This is paradoxical. Therefore, the author would like to clarify below the mechanism which paradox produces.
Thus, this paper is organized as follows. First, the underlying concepts of shopper marketing are overviewed. Second, the paradox of shopper marketing (that is, directivity of shopper marketing is oriented product-centric rather than the individual, although using the purchase history data of the individual.). Third, the mechanism which paradox occurs is clarified. Here, key words are diachronic and synchronicity. In particular, by focusing on differences between individual chronological (sequential) history data and the collective synchronic phenomenon, the difference in the approach of data analysis is shown. Thus, the paradox of shopper marketing is concluded. Finally, the possibility of paradox is pointed out. This discussion is followed by an outline of possible future scenarios in shopper marketing. The paper concludes with directions for further research in shopper marketing innovations.
II. THEORETICAL BACKGROUND: THE CONCEPT OF SHOPPER MARKETING
In this section, the author would review the underlying concepts of shopper marketing. First, the definition of marketing is checked. Now, shopper marketing is defined in broader terms as "the planning and execution of all marketing activities that influence a shopper along, and beyond, the entire path-to-purchase, from the point at which the motivation to shop first emerges through to purchase, consumption, repurchase, and recommendation" [1] . A more narrow definition is conducted by Deloitte Developments as "all marketing stimuli, developed based on a deep understanding of shopper behavior, designed to build brand equity, engage the shop-per (i.e., a consumer in "shopping mode"), and lead him/her to make a purchase" [5] .
There is a common point in these definitions. The key feature of shopper marketing is approach to improve the management of store operations from the shopper"s point of view [1] - [7] . The conversion of such a viewpoint often has been pointed out as a difference from traditional marketing Table I . Submit your manuscript electronically for review. As shown in Table I , shopper marketing and traditional marketing are very different in various dimensions of marketing. In this case, it is possible to extract common keywords behind the differences in each dimension. Such a common keywords are threefold: First is focus on the field of shopping at in-store: Second is focus on the shopper: Third, information technology to record the behavior of shoppers has be-come a driving force (See Fig. 1 ). The first is that it focuses on not end user of goods (articles or products) but shopper. In other words, the focus of shopper marketing is "FMOT: the first moment of truth" [8] . The moment of truth refers to the moment when the consumer facing product. And FMOT means that the moment that shoppers encounter articles in stores. According to a survey of P & G, FMOT is only 3-7 seconds [2] , [7] . It is time taken to decision whether he buys the item after a shopper looks at the displayed it first. Furthermore, the moment of actually using goods is called "SMOT: the second moment of truth." And, even if the same customer, it is selectively used the name, "shopper" in the timing of FMOT, and "consumer" in the timing of the SMOT. By this distinction, the understanding of consumer would be better and deepen.
Focus on Shopping
The first is that it has an interest in the field of shopping. Rather than product attributes, attention to the cognition and action of shoppers in-store. Traditional strategic marketing has been focused on the appeal of the product attributes. Then, perception the product that is a bundle of value is the first step of marketing and is the goal. As a compass for that, tools such as 4P have been developed. However, rather than product attributes, shopper marketing will focus on setting the stage of shopping.
Take advantage of the ID-POS. As mentioned above, Shopper marketing differs from traditional marketing. Table  1 captures some of these key differences. Support the new dimension of shopper marketing is a new information technology, such as IDPOS, IFID, and so on. That is, it is a technology of individual recognition.
III. MANAGERIAL CHALLENGES OF SHOPPER MARKETING
In this section, the author would discuss the key issues and managerial challenges related to shopper marketing. Now, shopper marketing is expected as a powerful tool to overcome the obstruction of the retail situation. Not only so, but it is expected that marketing realizes the relation of triple win (shopper-retailer-manufacturer) [1] .
However, shopper marketing is not a silver bullet 1 . First, it is necessary to point out the problem of the reliability of the data acquired from such as ID-POS.
Here, if you compare the airline and the retail industry, the difficulty of obtaining personal information of each shopper is well understood. The airline industry was a pioneer in the use of purchasing data. For example, it is said that such as Frequent Shopper program that provides a variety of benefits in accordance with the boarding distance has arose from the airline industry.
Unlike the airline industry which is obligated to create a passenger list, there is no necessity that a shopper calls themselves a name of their own on retail trade. Thus, there are people who want to avoid the disclosure of personal information, because they do not feel the necessity for providing personal information to shop. In fact, in the retail industry, there is no choice but to use the data that shoppers were self-reported. For this reason, it is not a few cases the cardholder"s age is more than 100 years old [9] . That people do not want to give out personal information is the reason why the self-reported data is incorrect. In other words, many people would have regarded as the privacy of their own purchase history data. Unlike boarding record, there is no need to associate willingly purchase history and personal information.
In this context, the expansion of the concept of privacy has been deeply involved. At the beginning, the right of privacy would be considered as a right to be let alone. However, if after a period, the idea of right to control one"s personal information has been born.
Reflecting these trends, the customer (I used this term without distinction the two aspects of the customer and shopper) was to raise the awareness of privacy. As a result, various approaches to conceptualize information privacy have been proposed in the literature across. More than 15 years ago, it has been argued that the privacy concern is divided into four components (for example, collection of personal information, unauthorized secondary use of personal information, errors in personal information, and improper access to personal information) [10] .
However, the collection of accurate information has become possible because the penetration of the Internet, privacy consciousness of mankind has been changed. For example, people have come to be considered privacy concern as collection of personal information, control over personal information, and awareness of organizational privacy practices [11] .
Furthermore, these days, typology of the approach of privacy research has advocated: privacy as a human right, privacy as a commodity, privacy as a state of limited access, and privacy as the ability to control information about oneself [12] .
In this way, the growing awareness that want to control the information of themselves has led to lack of member information to support ID-POS. Thus, shoppers would not want to disclose information about themselves (please remember the differences between the aviation industry). The privacy concerns are not limited to the more well-known cases of junk mailing [13] .
Above all, shoppers would not provide information about the household, such as family structure, age, sex, and so on. For example, I will assume that beer sold. In this case, it is difficult for it to grasp the object for oneself or a spouse. Of course, since shopper marketing is focused a shopper (FMOT) instead of a user (SMOT), it can be said that it is good. However, it is useless, if the essential information of shopper's attribution is mistaken or it is missing. The reason why retailer would energetic to issue of a member card with a credit function and/or an electronic money function and/or to recommendation of the member registration by a mobile phone is in exact grasp of shopper information.
The right to control one's personal information causes another trap. Idea of possible control is understood as property information. Considering personal information as the property is contrary to the original concept of the right to privacy. First of all, privacy is because property rights were advocated as a right to differ. As a result, those who want to return to provide personal information appeared. In other words, privacy or personal information would become a discount voucher. As a result, the right which is not property came to be treated as property. It is a paradoxical phenomenon [14] . Here, those who seeking compensation for providing personal information are price sensitive. Therefore, in the field of Customer Relationship Management, such a layer of customer is considered less attractive. But, I would like to discuss at another opportunity about this point [14] .
Above, I have discussed personal information, such as your name and address and age. Here, such information is not expected to change dramatically over time. So, it can be said to be static privacy information. Or such information can be said to be the reference information registered before utilizing ID-POS. However, in shopper marketing, there is action history information acquired through devices of identification, such as ID-POS. And, since it becomes possible to extract privacy information from a shoppers' purchase history data, the problem of marketing and privacy is becoming inescapable.
About this point, the example of a Target corporation which is a major supermarket company in U.S. is famous. It is the episode that Target knew about the pregnancy of one schoolgirl before parents know [15] . Direct mail has arrived on one high school girls. Then, her father was surprised after opening the letter. Because it was the goods guide for pregnant women. Father was angry and made a phone call of com-plaint. According to the description of the corporation, direct mail had been shipped in that her purchase history is similar to pregnant women. Although the company apologize, in fact, it is true that his high school daughter was pregnancy. Father had been told the truth from his daughter later. Father was embarrassing twice.
In this way, historical data may act closely related to personal privacy. And, when information is used in another context which the owner of information does not in-tent and/or image, invasion of privacy is felt in many cases. Therefore, an opinion like triple Win is considered to be too optimistic.
Even ad-dresses the issue of privacy and data reliability, further, it is necessary to overcome the biggest obstacle in order to perform the shopper marketing. "Power of inertia" inhabits changing the focus of activity. Or only the introduction of individual recognition technology, shopper marketing is not fully functional. Thus, organized effort is essential. Therefore, the key is "organizational practice" and/or "performativity" 2 . Taking advantage of the data that has been acquired through ID-POS (and/or any devices) is not only data analysis. Practice should be required based on an analysis result. The result of data analysis is only a hypothesis. It should be necessary to prove whether a hypothesis is truth. It is exactly organizational practice. And, results of practice are verified by data. Thus, it is important to turn the cycle of a hypothesis and verification. Therefore, the organizational challenge of shopper marketing is the data analysis through practice.
IV. PARADOX OF SHOPPER MARKETING
In this section, I propose a point of view for shopper marketing and privacy in the retailing environment. The research question of this paper is shown again here. That is, could shopper marketing avoid a privacy problem? The author"s answer is "yes." The reason is as follows.
At first, by comparing it with customer relationship management (CRM), I would clarify clues to consider the privacy problem in shopper marketing.
CRM Directs Diachronic Contexts. By the way, it is difficult to find out a widely approved definition of CRM. However, I would like to adopt as "a combination of business process and technology that seeks to understand a company"s customers from the perspective of who they are, what they do, and what they are like" [16] . In particular, CRM is emphasis on focused on the individual.
Then, the features of CRM are fourfold: first, to identify the profitable individual customer at the beginning; Second, to accumulate and store individual purchase history in chronological order; Third, to analyzed personal tendencies and values; Fourth, to make organizational effort as to maximize the lifetime value (LTV) of individual customers 3 . Thus, the first step of CRM is customer segmentation and profiling from the purchase history data accumulated. Using statistical analysis like RFM, customers would be divided an individual 4 . And, LTV of individuals was calculated. These procedures are based on the individual"s purchase history. Such a view is based on analysis ac-cording to a time-axis [16] , [17] . In other words, it is a time series (or sequential) analysis of purchase behavior. I called the purchase characteristic that such analysis approach clarifies as "diachronic contexts" [18] .
Therefore, diachronic contexts would be closely related to privacy issues in that it assumes personal verification.
Shopper Marketing Directs Synchronic Contexts. On the other hand, the focus of shopper marketing is not individual customer but in-store advertising, promotion and design initiatives [5] . As described above, shopper marketing would focus on FMOT and the field of shopping. Therefore, scientific analysis the effect on shopper behavior of change in sales floor is essence of shopper marketing. For example, change of POP (point of purchase), zoning, facings, and a method of displaying articles are considered.
Then, the features of shopper marketing are also fourfold: first, to grasp the cur-rent state of the sales floor: Second, to carry out in-store advertising, promotion and design of in-store; Third, to measure changes in shoppers" behavior in order to investigate the effect of in-store operation; Fourth, to reexamine the current state of the store in order to find a further problem.
Thus, the first step of shopper marketing is changing the viewpoint (from article and customer to in-store and shopper). And, information technology is used to grasp the current state and to measure effect. For example, new devices such as special glasses for recording the gaze of shoppers and RFID are used to grasp the status quo. Then, ID-POS is used both grasping and measuring. Therefore, ID-POS is considered to play central role in shopper marketing. However, ID-POS is used to grasp the change in the behavior of shoppers. Therefore, in shopper marketing, focus is placed on changes in buying behavior patterns over a period of time, instead of individual customer"s purchase history. In other words, the essence of shopper marketing is not the time series analysis of the individual purchase history, but reaction of shopper to in-store operation, i.e. a collective commonality (synchronic changes) of reaction.
In this paper, such a feature is called "synchronic contexts or synchronicity" as contrasted with "diachronic contexts" [18] . For example, one customer buys toothbrush, s/he may buy toothpaste next time. In this case, it would be meaning that analyzing serial relations in purchase history. Next, please imagine that one shopper buys a chocolate. Probably, we could not know such as chocolate for diet, for the reward oneself, or for her/his children. In this case, the background information of the individual product purchase would be important. I call such background information the synchronic context in this paper.
First of all, shopper marketing observes the collective synchronic phenomenon (synchronic contexts), instead of an individual time series (diachronic contexts). And, the synchronic context is background information of the product use, regardless of a personal attribute. In other word, it is information to be created by interpreting "the first moment of truth." Therefore, shoppers" purchase history data is not used for identifying an individual, but is used in order to extract a collective inclination. Thus, the feature of diachronic contexts is integral and cumulative analysis. On the other hand, the feature of synchronic contexts is differential and collective analysis.
By the way, practicing shopper marketing, introducing ID-POS to identify the change of shopper behaviors is essential. However, in CRM (diachronic contexts), POS is a tool for distinguishing the individual of the customer (See Table II ). To discover a common pattern Then, although ID-POS would be strengthened the individual recognition function of POS, it is used to grasp the shoppers" response to change of in-store operation. Therefore, ID-POS is not used to the accumulation and utilization of purchase history. Rather, despite the use of ID-POS to identify the individual, the individual abstracts. There is a paradoxical phenomenon that the author called "a paradox of ID-POS."
As a result, shopper marketing would reduce the potential for invasion of privacy. Such a view differs from CRM (in particular, the conventional database and/or one to one marketing). Therefore, shopper marketing would have the mechanism of concealment of privacy. It is the main contribution of this paper that point out this idea.
If we stand on the point of view of synchronic contexts, it is necessary to transform the concept of customer loyalty.
First of all, customer loyalty is divided into two types. It is loyalty of products and loyalty of store. Then, diachronic approach focuses on the loyalty of products. And, there was a tendency to treat as a synonym for the concept of the two. On the other hand, synchronic approach focuses on behavioral changes of shoppers only. Then, loyalty of shop is considered as the result of behavioral changes of shoppers. In addition, the loyalty of products could not be measured in that it has been considered that shopper might be different from customer.
Let me think again an example of the above-mentioned chocolate. Why does s/he want to buy chocolate? S/he buys it for her/his children, for nutritional support, for coffee break, and so on. To find the meaning of such, it is a subject of shopper marketing.
Even in the same article, meaning of it will vary depending on how display. For example, usually, chocolates and snacks displayed according to raw material. Then, shopper marketing is to induce shopping mode by changing the exhibition method of articles. In other words, shopping marketing is to give a new meaning to articles. Therefore, not only scientific data analysis but an interpretation (hypothetical setup) becomes important. Then, it is important to investigate not a loyalty but a meaning.
V. CONCLUSION
In Japan, shopper marketing is just beginning. To that end, there are not many commentators point out the dark side of shopping marketing (i.e. privacy issue). However, in the near future, due to the expansion of the concept of privacy (from "a right to be let alone" to a right to control one's personal information" and "a right to be forgotten"), there would be a growing awareness of privacy for customer identification (and the usage of its devices: ID-POS and membership card). Therefore it seems that it is important to argue about a privacy issue of shopper marketing. Therefore, in this paper, the meaning of shopper marketing was examined and different logic from CRM has been clarified. Then, the author considers that shopping marketing approach has the potential to circumvent privacy issues. In this regard, the author would discuss. In addition, this paper is only intended to suggest a point of view for shopper marketing. Empirical study of the effectiveness of the model is a challenge for the future.
